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Mr. William F. Caton
Acting Secretary
Federal Communications Commission

Washington, D.C. 20554 REOTy VL
Re: Policies and Rules Concerning
Children's Television Programming (00T1 6 1995

MM Docket No. 93-48
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Dear Mr. Caton: OFFICE OF SECRETARY

Transmitted herewith on behalf of Children's Broadcasting
Corporation is the original plus nine (9) copies of its
"Comments" in the above-referenced proceeding.

This material is respectfully directed to the attention of
the Commission. Sufficient copies are provided for
distribution to each Commissioner.

Should any questions arise concerning this matter, please
contact this office directly.

Very truly yours,

G

Elle .‘Mandell

Enclosure
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FEDERAL COMMUNICATIONS COMMISSION b
Washington, D.C. 20554
In the Matter of )
)
Policies and Rules Concerning ) MM Docket No. 93-48
Children's Television Programming )
To: The Commission DOCKETFHECOPYORKHNN
COMMENTS

Children's Broadcasting Corporation (“CBC"), pursuant to Sec-
tion 1.415(a) of the Commission's rules, hereby submits its comments
in the above-captioned proceeding.

1. By the instant proceeding, the Commission seeks comment
on methods to strengthen its rules implementing the Children's
Television Act of 1990 ("CTA"). The Commission has asked that
interested parties submit information and materials which could be
of assistance in increasing the amount of educational and informa-
tional broadcast programming for children, in furtherance of the
Congressional mandate set forth in the CTA. An option the Commis-
sion has raised is a "program sponsorship concept," which would
credit television broadcasters for sponsoring children's programming
broadcast on other stations.

2. CBC, a Minnesota-based corporation founded in 1990,
develops, produces, broadcasts, and distributes by satellite a 24-
hour-per-day national children's radio network. CBC supports the
program sponsorship concept, with certain modifications set forth
below. Specifically, CBC urges the Commission to expand the program
sponsorship concept, to accord credit to television stations that

sponsor children's programming on radio.



3. CBC states in its formal mission statement:

Our mission is to entertain and

educate children and their families

through positive multimedia program-

ming and products. We will always

be responsive to the future needs of

children.
In pursuit of this mission, CBC operates a 24-hour-a-day, satellite-
distributed children's network, known as "Radio AAHS®," across the
country. Over the five years of its existence, CBC's network has
grown to the point where it now reaches approximately 30% of the
nation's population. CBC is carried by more than two-dozen owned
or affiliated radio stations, of which 23 are in the Top 100 radio
markets, and five of which are in the Top 10 markets. CBC also
publishes, in partnership with a subsidiary of Time Warner, Inc.,
"Radio AAHS® Magazine,"™ a glossy monthly that includes a free
compact disc ("CD") with every issue!. 1In addition, Radio AAHS®
has an interactive site on the World Wide Web.

4. The programming offered by Radio AAHS® is specifically
designed to educate, inform, and entertain children, thus expanding
the mandate of the CTA to the radio band. Radio AAHS® programs a
mix of children's music, stories, news and current events, interac-
tive quizzes, interviews and discussions aimed at educating,
informing, and entertaining its young audience. The Radio AAHS®

disc jockeys include a team of children who are on the air live,

after school and on weekends. Among the program offerings are

VA sample copy of Radio AAHs Magazine, including the CD, is
attached hereto as Exhibit 1.



"Avenue A~," which takes listeners to a make-~-believe destination
each weekday; "The Kinetic City Super Crew," a weekly science
adventure independently produced by the American Association for the
Advancement of Science; "Storytime," which features classic stories;
"Evening Theatre," which features historical dramatizations,
adventure stories, and even fairy tales; and "The Radio AAHS®
Countdown, " a Top 20 countdown of the most popular children's music.
CBC also presents two programs in partnership with The Walt Disney
Company: "Disneyland Live," which is broadcast from Disneyland in
Anaheim, California, each Saturday; and "Live from Walt Disney
World," broadcast from Walt Disney World in Orlando, Florida, for
two hours each Sunday.

5. Radio AAHS® listeners are encouraged to participate in
some of the programs via a toll-free 800 number. Interactive
features include the "Radio AAHS® Brain Game," which quizzes
listeners on such topics as history and science; "Name That Tune”;

and "Today's Amazing Fact."

6. The programming carried on Radio AAHS® is designed
specifically to reach listeners aged 5-12. Many parents also
listen, with and without their children. ee listener comments

attached hereto as Exhibit 2.

7. The continuous children's programming offered by Radio
AAHS® has been nationally praised by the media. For example,
attached hereto at Exhibit 3 is a sampling of clippings about the
service. Radio AAHS® has also been the recipient of major awards

for its unique format, including a Crystal Award from NAB for Excel-



lence in Community Service, and a proclamation from the Governor of
the State of Minnesota declaring "Radio AAHS® Day". See Exhibit 4.

8. Finding the financial support to maintain the service
provided by Radio AAHS® has proven to be a constant challenge. It
is difficult to demonstrate the commercial viability of a children's
programming format to advertisers, primarily due to 1lack of
industry-accepted ratings of children's listening habits.

9. The Commission's NPRM expressly recognizes that ratings
tabulations provide the "primary mechanism for assessing demand" in
the broadcast market, and that

... the absence of a market-based mechanism for

registering intensity of preference can result

in a critical loss of programming.
NPRM at para. 53. Presently no national company reqularly measures
radio listening by children. The Arbitron radio rating system
generally does not include listeners younger than 12%. Moreover,
advertisers have traditionally been skeptical about the buying power
of children, who generally must funnel their purchasing preferences
through their parents. Although CBC has developed a program to
attempt to educate advertising agencies and industry leaders about
the attractiveness of programming for children, Radio AAHS® thus far
has barely been sustained through commercial advertising sales.

10. Furthermore, Radio AAHS® is keenly sensitive to the

Commission's concerns regarding the potential psychological impact

ZHowever, a special 1993 Arbitron survey of the Minneapolis
market found that 91% of all children listen to radio. The Radio
AAHS toll-free 800 number receives more than 2 million calls
annually.



of broadcast advertising on youngsters. Thus, CBC voluntarily
limits advertising inventory to 10 minutes per hour, and publishes
optional advertising guidelines for its affiliates which discourage
accepting spots that are inappropriate for children.

11. CBC respectfully submits that existing children's radio
services, such as Radio AAHS®, could be preserved by emancipating
children's radio broadcasters from dependence solely on advertising
sales for sustenance. This objective could be served by expanding
the Commission's program sponsorship proposal to promote sponsorship
of children's programming on radio.

12. The NPRM proposes a plan that, concomitant with the
establishment of a minimum amount of children's programming required
of television licensees, would:

... give licensees the option of either them-

selves airing the entire prescribed amount of

children's programming, or airing a portion of

the prescribed amount themselves and taking

responsibility for the remainder by providing

financial or other "in-kind" support for

programming aired on other stations in their

market.
CBC believes that the public interest would be served by allowing
television stations to likewise satisfy their minimum programming
obligations by supporting radio broadcasts specifically designed to
educate and inform children, such as the fare presently available
on stations carrying Radio AAHS®.

13. Expansion of program sponsorship to radio would be an
important mechanism to preserve a type of children's broadcasting
that provides a quality alternative to television-watching. The

NPRM recognizes the inordinate period that some children spend

-5 -



before their television sets. NPRM at para. 9. The public interest
would be well-served by ensuring access to specially-designed
children's programming on radio as well as television.

WHEREFORE, the premises considered, Children's Broadcasting
Corporation respectfully requests the Commission to adopt program
sponsorship procedures as described herein.

Respectfully submitted,
CHILDREN'S8 BROADCASTING CORPORATION

By &@VW

Gregg’ P. Skall
Ellen S. Mandell
Its Attorneys

PEPPER & CORAZZINI, L.L.P.
200 Montgomery Building
1776 K Street, N.W.

Suite 200

Washington, D.C. 20006
(202) 296-0600

October 16, 1995
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Listener Comments

“I WANTED TO THANK YOU
FOR THE EXCELLENT BROAD-
CASTING THAT YOU PROVIDE.
I PLAY YOUR STATION FOR
MY PRESCHOOL CLASS AND AS
A TEACHER, I APPRECIATE
THE ENCOURAGING MESSAGES
THAT YOU ARE SENDING OUT
TO THE CHILDREN AND THAT
EVERYTHING IS ON THE
CHILD’S LEVEL. YOUR STA-
TION IS VERY SPECIAL AND
UNIQUE.”

~Janet Lux
Brea, CA

“I WANTED TO THANK YQU FOR
BEING SO ENCOURAGING AND
SETTING SUCH A GOOD EXAM-
PLE FOR CHILDREN. KEEP UP
THE GOOD WORK!™

-Kathi Villarino

Placentia, CA

“AS MAYOR OF FORT WORTH, 1
WoOuLD LIKE TO COMMEND
RADIO AAHS® FOR HOSTING A
POSITIVE EDUCATIONAL AND
ENTERTAINING STATION  GEARED
TOWARD THE CHILDREN OF OUR
COMMUNITY. RADIO AAHS®
SHOWS CHILDREN THAT THEY
ARE IMPORTANT, AND THAT
OUR COMMUNITY CARES ABOUT
THEIR NEEDS.”

-Kay Granger,
Mayor, Fort Worth, TX

“RADIO AAHS® IS ONE OF
THE BEST THINGS ON THE
RADIO.”

-Stasia Herrera
Kansas City, MO

RADIO AAHS® V.P. OF FUN JIMMY
FREEMAN INTRODUCES A NEW YORK
YOUNGSTER TO AAHSIE™.
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Radio AAHS Proves Network
For Children Gan Succeed

RADI() AAHS, the 24-hour chil-
dren’s radio network., celebrates i
fifth anmversary this month. much
to the surprise of industry obeery-
erx, who have watched several other
children’s rciio networks come and
$o

Since iLs debut on fagsship WWTC
Minncapohs in 1'#0), Radio AAHS
has landesd 27 affiliates in such major
markets as Los Angeles, Philadel-
phia, and Dallas: teamed wiLh heavy-
weights Time Warner and Disney;
and is now on the brink of turming a
profit.

“The faet that
we're still here after
five vears. when at
three years many
said we coukin't do t.
is pretty comforting
o me.” says Uhris-
tapher [dahi, presi-
dent of Raclio AAHS
parent company Chil-
dren’s Broadeasting
Corp. *It's yone from
one affiliate and jeov-
erage of] 1% of the
country ta almost
0% of the country.
By the end of the
Year, we expect to
have £3%-d06% of the
country.”

Meanwhile. both
Time Warner and Dispey ap-
proached Dahl about workinyg to-
gether. He teamed up with Time
Warner Lo publish the network's
monthly magazine andl with Disney
to create twon weekend shows, “Dis-
neyland Live™ and “Live From Walt
Disney World.”

Dishl, who studied at the Harvard
Busineas School of Advanced Man-
agement and rescribes himself us a
“deal-oriented kind of guy.” fash-
joned his approach o seveloping a
radio network afler the televigion in-
dustry rather than the radio busi-
NeA.

“Radio hroadcasting i very short-
sighted: f a format doesn’t work in
18 months, they move on."” says
Dahl. “This s a pioneering effort,
and we know it’s gaing to take
money and lime. MTV took a3 num-
ber of vears. We knew we had to be
closer to the modei of a TV network
as opposed to traditional radio.

“One of the things we're doing is
what {Rupert Murdach] did with
Fox: cupture the kuls audience (irst,
then branch out.” he continues.
“Turner dii it with the Cartoon Net.
work and Viscom with Nickelodleon.”

Dahl won't comment specifically
about the company's expansion
plansg, but he does say that he has
five or six major deals in develop-
ment and sees TV in the company's
future. He alro sees the compuny's
record label, Planet AAHS, branch-
ing out vis a major deal in the next
vear. For now. the label only re-
leases compitation CDs through Lhe
magazine.

Dahi's radio background includes
the creation of broadcast group
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new owns H stabions s the wppeer
Midwest and Hawaii. [n 140, he
formed Children’s Broadcasting
Carp. o buy WWTC amd stant Radio
AAHS. Duhl's plan was b prove that
a formal peared toward children
eomid work on i local evel before
imdang other affiliaes

Two vears after ss debut on
WWTC-AM. KIDIR Phoenx came on
board, followed by stitions in Baiti-
more, Cincinnati, Cleveland. Detroit.
Ovfando. Fla., Las Vegrus, and Wash-
ington, D.C. Out of the networks: 27
affiliates. 19 are in
the top 30 markets.

Noticing that few
of the 11000 or so ra-
dio stations in the
country catered to
listeners under the
age of 12, Dahl felt
Radio AAHS would
fill an important voul.

“This industry hax
totally  overlonked
thiz audience.” he
~avs. L grew up with
1adwo amd knew what
it dliel to me and how
powerful it was. |
never fell thal kids
would react any dif-
ferentlv to it T ragsed
twn bovs, and when
they turned 10, 11,
14, I saw them starting to listen to
radio like [ did.”

Dahi savs the bulk of Radio AAHS
listeners are between the ages of 5
andd 10

In additon to the weekend Dis-
nev shows, Hadino AAHS features
such prugrams as “Storvlime.”
which programs classic stories
read by jocks and celebnties: “The
Radio AAHS Countdown,” a oy 20
children’s music show; and “Eve-
ning Theatre,” which ;ums for an
older audience with a presentation
of fary Lalex, history. and adven-
ture stores,

The network fealures a team of
20 kid D.)s known as Lhe Radio
AAHS AirForce. including its 15-
year-old VI of fun, limmy Free-
man. The newest team member is
the costumed cat AAHSIE. Radio
AAHS’ lirst maacot. who will be
used at events and remotes.

A typical hour of music on Radio
AAHS offers tunes like Jason
Weaver's I Just Can’t Wait To Be
King”: Lhe Chupmunks and Alan
Jackson's “Don’t Hock The .Juke-
box"; Boyz 11 Men'r “Thank You";
Tam Chapin's “The Mizsing Pa-
rade™. Dennis Hysom's “When The
Woif Cames Knockin'"; Kermit &
Misa Piggy's duet “She Drives Me
Crazy": and Little Texaa version of
“Help.”

Savs Dahl. “A lat of upfront
money goes into this. When we're
dane. the tatal investment will be
north of 330 million. We will be
making maney toward the end of
the vear or next year, and once that
happens. it will become «uite profit-
able.”
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Radio Aahs Programming Child’s Play

by Alan Haber

SILVER SPRING, Md. Nine-and-a-
half vear old Michael Shevitz 1s on the
“Tour du Jour™ this moming. He and his
classmates are watching mega-cool DJ
Kenny Curus strut his stuff behind the
microphones of Radio Aahs affihates
WKDB. WKDL and WKDV. three AM
stations serving the Baltimore.
Washington and Northern Virginia areas,
respecuvely (WKDL s the onginatng
stauon: the others are repeaters. but with
local IDs and commercials)

Michaet ts thts morming's guest D). And
he has done a great job. Kenny thanks
him tor coming out to the stauon ~“And
we are going [0 take vou out.” he says.
exciediy. “with a song that vou request-
ed to hear From the soundtrack of the
mouon picture Free Willam—Wiilie to
his friends. ot course—this 15 Michael
Jackson. asking the question. "Will You
Be There” And the answer 1. "Yes. vou

will.” He addresses Michael. star DJ of
the dav ~“Way to go. duuuuude'”

The music sans to play. and Kenny talks
1t up: “Great music for great kids. 1n the
Radio Zone—1570. 1460 and {050 on
your AM radio (a show biz pause) thing.”

Just vour average wacky DJ doing his
average wacky thing—for kids.

The Radio Zone

The “All-Amencan Alarmm Clock™ show
heard weekday mornings 6-{1 a.m.. s
unique among the programs carried by
the 27 stations 1n the 24-hour-a-day
Radio Aahs children’s radio network.
Although the other affiliates carry the
network’s Alarm Ciock show. WKDB.
WKDL and WKDV carry a localls-ongi-
nated \ersion. hosted bv Curus and side-
Kick Susan Huber inetwork programming
1s carried the rest of the day and mghv).

Kids programming has worked out well
for the three stauons. the oldest of which is
Just over two vears old. Joan Homa

We Have What You Need!

Call. wrte or send us a fxx and & will be
2 pleasure for us 0 sénd you 2 compiese
canalog of our compac disc ibranes free
of charge. Our catalogs have a large
vanety of what you need for your pro-
ducti For your ¢ we will
be plessed © send you 2 dernonstration
compact disc contaming all the mforme-
ton your need o place your ander. Buc
we ant send you our caalog until you
£ 10 touch with us.

COMPACT DISC PRODUCTION MUSIC AND SOUND EFFECTS LIBRARIES

L d [ ]
—Valentino, int————
500 Executive Bivd., P.O. Box 534, Eimsford, NY 10523 USA
TEL: +1-914-347-7878 FAX: +1-914-347-4764

Take the first secp
and contact us todey!

Vailentino
. . .@ complese library of production
music and sound effects in an exciuss
bendar syssem.

Valentino

arcamd the worid.

Schultz. the stauons’ general manager. 1s
thniled with the progress so tar. | tink we
have made tremendous ground when vou
figure that we just started totally from
scratch.” she said.
Shultz estimated ‘.a’"'\
the three sta- «*
nons’ audience
to be more than
200.000 peo-
pie—both kids
and adults—a
week

Families. in other
words. | feel like
we have a focus
group evens singie
sohtary das.” said
Shultz Parents
“cannot waitl to
come 1n and thes
will stay in here
and ik to you tor
15 minutes. and
sav ‘1 just let you
Kknow what | think
about your radia
staton. how much

I tove 11 You
know, [ histen ail
the time | drop

has always had 10 best results 10 g grass
rools communiis-1vpe outreach,” she
said TWe qust want this o be 9 tamily
commumity radio stauon  From u sales
and business standpoint. she added. "It 1
absolutely cnucal to be able to have Ine
promouions. giveaways. hids calling .
SO that they are not yust calhing in 10 the
800 number of the Radio Aahs network ™
Adierasing. wiuch has been growing sweadi-
lv for the stanons. is diverse: evenvthung from
kids-onented accounts 1o the more radibonal
Iypes—banking. automonve. healthcare. and
performing ans insututons. for exampie

DJ-n-traiming Michael Shevitz

my kids off at day
care or at school. and I'm on my way o
work. and | am alt the way downtown and
['m sull hisiemng to vour radio station. ™
A local presence. in the torm of the
localiyv-produced morning show. was
imponant. according o Schuliz. “Radio

Kids are part ot the on-air mix. For
example. movie reviews and reviews of
the Circus. even of reslaurants. are done
by kids. "Kids love listeming 10 other
hids.” said Schulz.

connnued on page 34 p
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p continued from page 32

All kinds of music (and arusts) are
played on the All-American Alarm Clock
show-—everything ‘from rock to country
and classical, from lots of Motown to,
say, a selection from “The Lion King”
movie soundtrack. Parents “love that we
are exposing their kids to different
things,” said Schultz, “'in a very non-edu-
cational, non-hey-kid-you are-learning-
something-here (way).”

The music does not necessarily have to
be geared specifically toward kids. but,
said Curtis, the music has 1o be “content
appropriate .. We have a line... We
don’t want to cross the line too much,
but, at the same time. we don’t want to
be too goody-goody either.” The last
thing a kid wanits to listen to is music
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that's supposed to be for kids, he added.

The biggest challenge, said Curtis, is
programming for the wide age range of
the audience, which stretches from
about four 1o 14. "My target audience
in this show is a family stuck in a car,”
he said. "The idea is a radio station
that can give them everything they
need and want in one morning without
changing the station,” including traffic,
weather and sports, which is delivered
by, not coincidentally, a kid. who
Curtis said i1s hilarious. He remem-
bered a line the kid spoke: “'The
Bullets stink, let's face it.” | mean, you
would think the kid was 50 the way he
taiks,” he said. "It is hysterical.”

The stations run a lot of contests, but,
according to Schultz, “the winning is
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the right answ

from Mom and Dad. saying

‘Go o the atlas
dictionary,” |

torget it. Because

er... it was coming  tun he s having. Amazmgly, this is his

first radio gig, but it is not his first

kids-oriented job—Curtis
¢,° h" ¢ w.‘blha spent five years hosting a
G e,

, 8010 the
mean,

kids® TV show on the

we say it as ] Fox TV affiliate in
media, it s Baltimore. Bright
cool, and that and bubbly co-host
is something ~ Susan Huber has
else that.. 1s : : been on the show
not lostonthe @ : since November
, tha .

[v)vaerena[re al(l ’; 5 lQ(I):aving local
working on . : personalities on
this  project P the morning show
together.” . * { is a good thing, said

Kenny Curtis, ‘) \ 4 Curtis: *You have got
wacky morning DI QIQ’ 510 your own human mar
cutup, is a natural @ 1 keting tool. That way you

behind the mic,

kids on the air and in the studio as

/ A2'D The affordable instrument

gt e

relating to have a personality to send to
places, and it is easier to sell
because you can do contests and promo-
tions that are live. As long as you are
taking cues from the network, and there
is a consistency in programming, it is
okay.”

Programming the station is more of a
collaborative than an individual etfort,
said Program Director Dan Turner.
“This (format) ts unique because it has
never been done before, and that is
what attracted me to it,” he said. "I
look at children’s radio. really, as the
last bastion of creativity in radio.”

The "All-American Alarm Clock
Show™ and. for that matter, Radio
Aahs. goes down like a great, magic:
breakfast. Magic. in fact. may well be
an integral element in the fabric of cut-
up Curtis and his show. Legerdemain
was, in fact. integral to a segment of
today's Tour du Jour.

After turning the kids into chipmunks
with the help of some production
sleight-of-hand. the cheerful host asked™
the kids if they knew how he achieved
the trick. "Was it magic or was 1t a
machine?” he asked. "Machine!” came
the cry back from the kids.

“Yeah.” said Curtis, perhaps a bt
dejected at the response. “Nobody says
magic anymore.” Except. that is. for
the listeners, perhaps.

[N
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Gretchen Vawer, 13, and Eric Roberts, 16, are teen DJs for KAHZ-AM, a Hurst-based affiliate of Radio Aahs.
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The burgeoning
-~ Land of Aahs

Young radio
network
fast becoming

a powerful force
in the children’s

entertainment
industry

Radio Aahs produces a magazine tor
its young listeners.

By Holly Williams
Soucial Conribuser
16 The Dullas Merning News

Radio Ashs, like many of
its listeners, is only S yesrs
old.

But siready the nationsi
redio network, run by Chil.
dren’s Broadcasting Corp..
ol Minneapolis {one station
airs from Hurst) i3 big for
i age.

With five stations owned
and operated by the corpo
rstion and more than 8 doz-
en affiliates airing 24-bour

programming aimed st kids
12 and youager. Radio Aahs
13 making & mark on the
cbildren’s eptertsinment
industry

“We are branding kids'
radio like Nicketodeon has
branded children’s teiev:
s100,” says Chns Dabl, pres-
-ident of Children's Broasd-
casting Corp

In March. in conjunction
with Warner Music Enter:
prises of Time Werser inc.
Radic Ashs spawned its
own glossy magszine that
costs $3.95 a month and
comes with 8 compact disc
of the top 10 hiws in kids’
music.

As a markeung tool for
the sation. advertisers and
the children's music indus
try in general, the magazice
and accompenying CD pack
a punch. Imusl subscrip
tions were 50,000, and corpo
ration officials expect that
aumber 0 quintuple by the
end of the year.

“The response bas been
Please see KIDS on Page 6C

WHERE TO FIND
RADIO AAHS
TWIOKAHZ-AM(‘IQ.))

programming featunng local
tesn DJs svery waek.

Gretchen does a live broadcast from
a festival in Las Colinas.

Photography by Anane Kadoch
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Kids’ radio network aims to educate, entertain

Contiaued from Pege 5C.
phenomenal” Mr. Dah! says.

Most of the Radio Aahs program-
miog, which includes peppy songs
by children’s entertainers, movie
soundtracks, oldies, story limes and
call-in sessions, comes via satellite
from Minpeapolis Like other Ashs

{{ the Hurst ion (KAHZ
AM 1360) inserts several hours of
locsl programming every week fea-
turing teen disc jockeys.

Our City, Our Children, one of
the locally produced programs, airs
for an hour nn alternate Mondey
evenings, » recent guest was Fort
Waorth Mayor Kay Granger

Hp b cight ainutes each howr of
Radio Aahs programming is re-
served [or local advertising, promo-
tions and information updates such
as sports, weather and traffic re-
poris Two minvies per honr is de-
voted 1o national advertising.

“All the songs are very positive,”
says Staey Archip of Arlington,
whose children -- Dana 1], and
Jason, 7 — are reguiar listeners. She
discovered the station from an ad
in 8 shopping circular

“Before Aahs came along, we
didn’t know much sbout kids' mu-
sic performers There was no way lo
listen to them. Now my children are
raore interested in buying music by
Joe Scruggs than they are the hard-
rock stuff ”

Ms Archip says her family mem-
bers consider themselves Aahs
Kroupies, atlending live remole ses
sions when the station broadcasts
from various locales in the Dallas
Fort Worth area

“The Aahs people always mahke
time to Walk 0 my Kkids,” she says.
“Thal means a lot, especially to my
sen, who loves 1o press butions and
get in on things ™

The station sliso provides an op-
portunity for aspiring young DJs o
practice their craft

Greichen Vawter, a l}yearold
student at Monnig Middle School In
Fort Worth, enjoys the few hours
per week she spends oo the air.

"l know there are people out
there listening,” she says, “and |
mostly just want them lo have 1o
fun with us.”

Her on-air partner, Eric Roberts,
4 16-ycar-old junior at Peschal High
Schoot in Fort Worth, plans 1o pur-
sue » career in sports radio.

“This looks grest on the re-
sumé,” he says. “| think I've defi-
nitely got a head start when 0t
comes to maybe working st a col-
lege station. Plus, hey, we get paid.
It's great

The DallasPort Worth station
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third of our sudience ts parents,
mosl uf whom are driving in a car
with their children when they lis
fen to us”

“"No one gives us a handbook
about children's programming,” he
adds “We are invenling the madel
here. And we are becoming a spokes-
station for kids' values ™

Radio Aahs officials say they be-
lieve the need now is clearly grow-
ing for family- and cluldoriented
programming on & 2¢-hour hasis
They cite their connectinns with
Time Warner, us well ns weekenl
broadcasts from both Disncyland in
Californin and Walt Disney World
in Florida, as proof of the growing
inlerest

Arbitron, the radio equivalent to
television's Nielsen raungs, does
not rate audlences 12 years and
younger. But a 1993 Arbitron survey
in the Minneapolis market {ound
that 91 percent of all children listen
1o radio, and that 51 percent of that
tistening 15 done in the car

Children’s television has come
under close scrutliny 1n recen
years from educational institutions
reseasch groups and chidren’s ad
vocacy organiations

But some experis say that chy
dren’'s radio, with virtually no fed
eral guidelines or regulation, ha:
slipped through the cracks.

“The primary concern thest
days comes from TV says Dianc
Conley, of the Policy & Rules Divi
sion of the Federal Communica
tions Commission. “As far as | am
aware, no one has raised radio as an
issue for rcgulation ”

Ellen Wartella, dean and en
dowed prof of the a
tions school at the University of
Texas at Austin, agrees that mast of
the focus has been toward “televi-
sion and new technologies — video
games, sofiware, that sort of thing "

“But Radio Ashs is an advertiser-
driven siation,” says Ms. Warleila,
who has written and lectured about
the explosion in youth-oricnted
marketing strategies. “And that
means it's another example of the
commercislization of our cbildren's
cultare ”

Aahs executives don't guite see it
that way.

“We are out on the cutling edge,”
says Gary Landis, the Minneapolis
based executive vice presldcm of

i who is
lor most of what goes out over the
air nstionally on Radio Ashs.

“What we've attempted to do.” he
says, "is establish a commercisl en-
terprise that doesn't hold out its
hand to government People poing

Toys 'R" Us "

Radio Aahs perceives iisell as
self-regulating, favorsbly compar-
ing its hourly advertising of » maxi-
mum of 10 minutes with television's
108-1.Y minntes

And, officials say, the company
pubhishes adveriising guidelines
far its allihiates that discoutsge ads
lor atcobiolic heverages, lobacco
products, movies with a rating oth-
er than G or PG and producys
dermed to he of “poor quality” br
“with vielencor, radencss or name
clling: 7 The gandelines me option
il however and fely an coch elfibl-
ale’s diserebon

Heginalless of the direction 1he
children’s radio market takes or the
polential serntiny, Radio Aahs offi-
cials say they have had a significant
wmpact in five years

“We want 10 acquire more sta-
tHons.” Mr Dahl ssys “Our next step
15 [or the company to purchase sta
fons i New York and Chicago We
afready have one in LAY
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“At KIDR (740 AM), they’ re ..

TONY BLEVTnbune
Lydia Bautista, 10, is one of five Valley children hired as part of KIDR (740 AM) Radio AirForce.
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From Page A1

“If [ stay in the entertainment
business, like as an actor, this will
help, because I have to learn to
talk clearly,” she said.

And she does.

Each member of the AirForce
is given “assignments” for the
shows they do with Miller. He
operates all the radio equipment
and focuses the two-hour local
programs, which air 3 to 5 p.m.
daily.

The AirForce members are
brought into the show to offer
information, reviews, previews,
talk to other youngsters on the
telephone and converse with
Miller.

Within two or three weeks, the
programs will go live. For now,
they are taped.

Miller, of Mesa, has the responsi-
bility of being a teacher and a
disc jockey at the same time.

“I have to teach them what |
do, and work with them so they
can be good on-air personalities,
Miller said.

Miller was hired last fall by
KIDR. That was when the station
finally began to insert local ele-
ments into the nationally deliv-
ered programming,.

“It's kind of evolved from
there, and it still is evolving,” said
Miller. “We literally are creating
as we are going.”

Miller first became involved
with Radio AAHS in a part-time

position at a station in Orange
County, Calif. He moved to Ari-
zona in November 1993, but
couldn’t find a radio job, so he
played club DJ and waited tables
at the Black Angus in Mesa.

At 25, he said he believes he‘

was hired because the station
wants to keep its young sound.

“1 have a younger voice, a
younger presentation and a relat-
ability,” he said.

This ability to relate could be the
influence of his wife, Carrie, who
teaches sixth-graders.

“I think that is a big thing,
because this is not just a radio
format for us, it is a lifestyle,” said
Miller, who added that he and his
wife will become parents for the
first time in September.

Miller knows he wmust be
patient with the youngsters.

“Like with anyone, they are in
awe of what is going on the first
time they are in the studio. So the
first thing 1 try to do is make
them comfortable. Make them
feel as if we are just hanging
around and having a good time.”

He knows what the children
are seeing is new to them, but he
said he wants them to understand
itall,

“We've been doing this now for
six or seven weeks, and they now
know everything that is going
on,” Miller said. “There are no
surprises. If there is something |
am doing they don’t know, they
will speak up and ask.”

On this day, Bautista was very

)

relaxed. As Miller taped informa-
tion of some upcoming events,
she naturally ad-libbed with him.
Then, when he pointed to her, she
read an announcement that had
been written for her.

When the tape machine acted
up, she quite naturally began ask-
ing Miller what could have
happened.

*{ don't want them to feel they
are infringing on the adults here,”
Miller said.

One way the station does this
is by treating the children the
same as any other employee,
Powers said.

Each one gets paid and is
required to do all the personnel
paper work ai.y employee would.

But some of what is required
did come as a surprise - at least
for Bautista.

Some of the work Miller
requires is for the members of the
AirForce to review movies, or
attend functions and then come
back and give a report to their
listeners.

Sometimes, the reports are of
news events. And sometimes, the
reports are on something fun. For
example, the station sent Bautista
to Sea World on Friday.

Plus, she now has to deal with
her celebrity status at school,
Tumbleweed Elementary.

“No one treats me much differ-
ently,” she said. “Some will come
up to me and ask me what it is
like, and every Wednesday the
teacher tries to bring a radio into
the room so we can listen to my
show. But sometimes we can't
because there is too much work
in class. '

“T'rm

traing nat ta heaee

much,” she said. “I'm trying to
just stay cool.”

Bautista said reporting is not
the only KIDR “homework” she
does. She also practices her
enunciation.

“My gram has a microphone,
so | practice,” she said. “I'm try-
ing not to make pops with my
P's.”

So the work is not just the two
hours per week in the studio with
Miller. And Powers expects even
more. He said that when KIDR
participates in community events,
the young DJs are asked to
appear. They also may be asked
at times to speak to school classes
or groups. “We also would like to
tie them to various kids’ chan-
ties,” he added.

The one downside is that Pow-
ers does want to involve more
children. He knows that a
youngster's attention span could
interfere with keeping them at the
station.

“For now, we'll go quarter by
quarter, maybe longer, to see how
things go,” Powers said. “What
we want to do is give other kids
an opportunity to experience this.
But if we have a couple of kids
who turn out to be dynamite tal-
ents, we’'ll keep them and expand
our AirfForce.”

If new children are needed, the
station will do open auditions
again, he added.

“We would like to give other
kids a chance,” Miller said. “But
that would mean we would have
to start at square one again. Any
time you train good employees,

R P TRt SRR [
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Radio networking
especially for kids

Des Moines’ KKSO-AM is carrving round-the-
clock commcrcial programing aimed at
children 12 and vounger.

By MELINDA V0SS

HeusTh NTAFF Wunirex

Minneapolis, Minn. — The “All-Amencan Alarm Clock™ on
WWTC-AM here 1s no ordinary morung dnve-ume radio show

Besides weather reports, listeners hear knock-knock jokes.
definntions of words like “debacie” and songs Like "She Dnves Mc
Crazy” hy Kermat and Miss Piggy.

No_ this isn't public radio.

It's 2 commercial radio network that offers children s program-
ning 24 hours a dav, seven days a week. And begannung at 12:01
. today, Des Moines’ KKSO-AM (1390 on the sal). (ormerdy a
CONNTY MUSIC SLaLON, JOINS the network.

Called Radio AAHS (as n oohs and aahs), WWTC 1s the Nagship
~tation for the Children’s Satellite Network heamed roast-10-
coust (rom a former bank buiding on the outskirts of Minneapo-
hs.

Aimed at chuldren 12 and younger. Radio AAHS delivers music.
nrws, jokes, brain teasers, Lalk, stones and information. Among
s maee lofty goals: building children'’s seif. and cnhancing
comnmuimnicalion between family members.

A toti-Hree 800 number assures pienty of imerpiay between Iis-
Leners and ever-cheerful disc jockeys., some of whom are lads.

in the emerging world of lads’ radio programmung. Radio AAHS
holds a lot of promise: a spot on the radio dial that lads can call
their own, 2 new marketng medium (or child-onented products
and services and a national stage for the growing number of
anists who produce chaldren’'s muse

Founder Chnsiopher Dahl, 51. knows the power of radio for

RADIO Droncr tur oo bopn 2T

i

|
|
|
!
\
|

Teens are DJs and hosts
for kid radio programs

Minneapolis, Minn. — Stephame Watson may have the
best job in the world lor a 15 vear-old

Twice a week, she co-hosis a show on WWTC-AM, also
known as Racio AALS. a statuan here devoted solely o
lads

Sithing 1 The radio booth one cioudy Mareh aflemoan,
Watson antrodaces records, fuandies calls rom all over the
country and hanters with her eo-hosts

Witson uses i professioncl, upbeat vinee Callers light
the phone board in response (o that howr < “lirin Game”
quesiion What tvpe o sorcnne instrument 1s used to
delect sinall ungs”

She handlcs the callers deftly. *It's a micrascope, bat vou
have 1o know what ki ol nneroseope,” shetells one caller
who doesu 1 come up wath the aghi answer. Absin 200,000
calls a month come i an the stanon s toll-free imber.

Retween callers, Watson tilks with co-hosts Allyson
Reams, L and Don Michaels, an aduit dise yockey This
day, kearns repeatedly rmns her tongue aver her terth
because she has just had ber hraces removed. Michaels
kds her about 1t and she makes a (ace al him

Eventually. Watson hears from a caller who has the right
answer: the eirctron microscope. Winners receive compact
dises and stlTesd annmads

Dunng the next hour. Radio AAHS histeners hear a

WATSON 7'rase tiw tar ) g Fig

|




Kid radio appeals to parents

RADIO
Continued from Poge IT

youngsiers, he grew up engrossed
with “Sergeant Preston of the Yukon™
and “Sky King."

*“I went to bed with the radio and
woke up with the radio.” says the
president of the Children’s Broadcast-
1ng Corp.

Radio AAHS is not the first kids'
radio programming in the Des Moines
area. Two years ago, KDPS-FM (88 on
the dial), run by the Des Moines pub-
lic schools, started “Kids Radio
Mania.” four hours of kids program-
mung that air Saturday mommings dur-
ing the school year. Stephen Winzen-
burg, a Grand View College communi-
cations professor who helped start
Kids Radio Mania, says he weicomes
Radio AAHS because it's good for
kids. Dahl says the round-the-clock
programmung of the Children’s Satel-
lite Network reflects his commitment
to kids. Though most of them slumber
duning the wee hours, Radio AAHS is
there for kids who wake up at 2 am.
with a tummyache.

Dah! understands that children's
radio will not replace television in
young peopie’s lives, but he also
knows it doesn’t have to. Half of ali
radio listening is done in cars, he
points out. And 91 percent of kids
(compared to 86 percent of adults)
already listen to the radio.

Dahi knows, (oo, that Radio AAHS
must please parents as well, Parents,
after all, are usually the first to
acquaint their children with the sta-
tuon. Once kids are hooked, however,

Radio AAHS is there
for kids who wake up

at2a.m.witha
| tummyache,

parents better find it tolerable — at
the Icast —— and preferably entertain-
ing as well.

Appealing Lo parents is not as hard
as it sounds, says Gary Landis, execu-
tive vice president for programming.
Many aduit songs — Mariah Carey's
“Anytime [ Need a Friend,” or Rod
Stewart's “We're Having a Pany”™ —
work for kids. t0o, he says. The sur-
prise for Landis is that more than hall
of the parent listeners tune to the sta-
tion without their kids, according to
station research.

Dahl and Landis also recognize that
serving children requires a special
philosophy for programming and
advertising.

Skeptical parents may wonder
whether a commercial radio station
for kids is just one more opportunity
to exploit malleable minds. But
according to the the network's mis-
sion statement, the company will

serve in a “thoughtful and canng
way,” and will act as an advocate for
children.

Landis says Radio AAHS avoids the
sappy, overstated sweetness that
some critics associate with Bamney,
the preschooler's hero. But Landis
doesn't view the siation as strictly a
public service.

“We're an cntertainment medium
that happens to educawc. We're not an
education medium that entertains.
We're about the business of stealth
education. We want to do it in a way
that's fun and entertaining.” he says.

A dozen or 30 reporters, ages 11 Lo
17, give on-air reports about comput-
ers, travel, health and safety, science
and space, Loys and games, entertain-
ment and books.

Currently, Sunita Held, 12, of Gold-
en Valley, Minn. reports weekly on

Tragic events are
handled with
children's needs in
mind.

Mayaquest, a three-month bicycle
expedition by adventurer Dan Buet-
tner and his team of investigators.
They're traveling through the Mayan
world of Guatemala, Mexico, Belize
and Honduras. Held receives [axes
{rom the expedition’s home base and
uses an on-line service 10 gather infor-
mation. She also has interviewed
Buettner a couple times.

News reports air seven times each
weekday and four times on Ssturday
and Sunday, says PJ. Gudmundson,
director of news, information and
education.

“Qver the years. we have learned to
respect kids for their ability to grasp
information and news events,” she
says. “When we started. our news was
probably solter, but our presentation
has gotten more sophisticated.”

Tragic events — like mass starva-
tion in Rwanda. the plane crash in
Philadeiphia and the Waco, Texas dis-
aster — are handled with children’s
needs in mind, says Liv Learner, 20,
who coordinales news coverage.

“We're there to explan it, but some-
how we find an angle that's not
depressing,” she says. In the case of
the starving Rwandans, Learner told
about relief agencies’ efforts and how
kids couid donate money 1o them.

Advertising on a kids' radio station
raises another raft of ethical and
moral issues.So far, Radio AAHS
hasn't run soft-drink ads. and candy
commercials are limited. says Landis.
The network refused to air an action
toy commercial that was violent,
rejected a commercial that included
the sentence. “My dad is a butthead,”
and declined to run a no-smoking
campaign {or pre-teens designed by a
tobacco company.

Local affiliates don't have Lo follow
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Sign shows cities chac carry
24-hour kid radio.

the network's advertising guidviines,
but KKSO's R. L. Caron says the Des
Moines station plans to do so.

Listeners aiso hear less adventising
~ no more than 10 minutes an hour
— on Radio AAHS. During children’s
programs, television is linuted 1o 10V
minutes an hour on the weekends and
12 minutes an hour on weekdayvs.

Radio AAHS' parent. the Children's
Broadcasting Corp. has yet 1o tum a
profit, but that hasn'i siopped Dahl.

Since starting the Minneapolis sta-
tion in 1990, he has acquired stations
wn Dallas. Kansas Caty, Denver and Los
Angeles and persuaded 26 other sta-
tions to affiliate with the network.
Des Moines’ KKSO 1s the 271h station.
Dahl is now raising $20 million 1o buy
stations in New York and Chicago. His
goal is 10 beam Radio AAHS into the
Top 100 radio markels. So far, it
reaches 24.

One analyst, Pamcla S. Lund, who
follows the Children's Broadcasting
Corp. for John G. Kinnard & Co. in
Minnecapolis, rated its stock as one of
her top picks in 1995. She estimates
the company will report its first profit
ever in 1996 il it breaks into the Now
York and Chicago markets.

Meanwhile, backers hope Radio
AAHS will become as entrenched in
the lives of children as “Sesame
Street.” As Programming Director
Landis secs it, once the first genera-

_ tion of Radio AAUS listeners grows

up, they'll tune in for thewr ks,

“That's something | hope we can
look forward 1o. Thar will be very
powerful.”

Teens are DJs
and hosts
WATSON

Continued from Page IT

Reebler News for Kids repont from
Sin Gomsrud. 17, about staying away
from possonous subsiances, anc
“Today's Amazing Fact™ — that the
merry-go-round 1s the oldest amuse:
ment nde still in usc. Listeners are
also invited to “Name That Tunc” anc
to respond Lo the question: What gooc
deed have you done today?

AL G p.m., Michacls walks out of the
booth and icaves Watson and Keams
to co-host the “Just Kids™ segment.
which is mostly music.

Watson and Kearns are two of the
network’s “Air Force,” on-air person-
alwues, ages 1310 17, who work after
school and on weekends, At other
times, the network uses aduit Dis.

Watson 1s one of the original Air
Force disc jockeys. Station managers
recruited the youngsters from a chii-
dren’s theater group in Minneapolis.

She likes helping give kids a voice
“A lot of peopie won't listen (o kids,”
she says. Kearns agrees and says she
had to overcome some jitters wher
she's been on air. ©
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Hey, who are those kids on the radio? The Force

Kids Air Force does
commercials and
announcements.

By BRIAN McTAVISH

Arts & Entertainment Wiiter

ddll) AAH§ chlldren s network
affiliaie KCAZ-AM (1480) is
building its own
stable of local - -
and very young —
on=air personahitics. T

Seven young {eo- ” (s
ple, ages 8 10 15,
were enlisted this week to launch
the KCAZ Kids Air-Force. The
Foree's, initial duties will be read-

RADIO

ing commercials and public service
announcements on the station.
Meet them in person af i remolte
broadeast from | to 4 pm.
Saturday at Bannister Mall.

But that's oaly Phise 1. The
kids will participate in more radio
remotes this summer, lov which
they 'l be “paid™ i Royals tickets
and other lreebies.

By fall the group s expected to
number 20 young people who will
tike turns being hosts to a
planned music and intormtion
pml_l.un cach day alter school.

For that they'll receive Tprobably
the minimum wage,” said Amy
Layland. promotions director
KCAZ, formerly KBEA.

“These kids are gomg to have a
ot of tun.” Layland said. “1Cs my
job o make # fun.”

Laylund hand-picked the group’s
hirst seven members, because, she
sind, T want these kids to be my
Iu.ulus So they're my guinea
pigs.

They are twin sisters Kim and
Kelly O'Connell, brother and sis-
ter Jake and Trisha Hurley, Dylan
Giatton, Jereniy Lyne and Stacia
Ri-Jon Wright. All are active in
school activities, and Layland
Wits to heep it that way.

“Well talk o cach child and
patrent and find ot what they
want to do.” she sind. “We don’t
want the Kids to spend all their

tume here.”

The first batch of the Kids Air
Foree will help Layland select
future members at shopping-mall
auditions over the summer.

At 23, Layland s almost a kid
herself, but, she said, “I need kids
10 help me figure out what to do
with other kids. 1 need them to
tell me what’s right and what's
wrong, what's cool and what's not
cool.”

8 Here's something cool: The
new Radio AAHS Magazine and
Music Service, 1Cs produced by
the Children’s Broadcasting Corp.
m Minneapolis, owner ol the
Radio AHHS network, and

Warner Music Enterprises, part of

the Warner Music Group.

Kids can get a free first copy,
including a compact disc full of
kids music, by calling (800) 340-
7711. Postage will run about $4.

B Sara Campbell, a forw  ‘or
the Kansas City Mustangs  .a-
en’s professional basketball team,
will be on hand for a Radio
AAHS remote broadcast at 2 p.m.
today at Wheatly Science/Math
Magnet School. Campbell, a two-
time all-star for the Women's
Basketball Association, is a gradu-
ade of Central High School and
the University of Missouri.

Share your radio news with Brian
McTavish by phoning 2344766 or

Jaxing 2344787,






Proclamation

WHEREAS : Children's Broadcasting/Radio AAHS' Minneapolis flagship station WWTC-AM is
the only radio station providing quality programming specifically for the
children and families of Minnesota; and

WHEREAS: Nearly 100,000 Minnesota children and nearly 50,000 Minnesota parents tune
in to Radio AAHS weekly; and

WHEREAS : Radio AAHS entertains and educates Minnesota's children and families
through positive multimedia programming and products; and

WHEREAS: Radio AAHS staff participate extensively in dozens of Minnesota-based
community events each year; and

WHEREAS: Radio AAHS is responsive to the present and futuré needs of children in
Minnesota 24 hours a day, empowering Minnesota's children and boosting
their self-esteem; and

WHEREAS: Minnesota is home to Radio AAHS, the radio phenomenon that continues to
receive local and national media attention for its high quality; and

WHEREAS: Radio AAHS continues to grow, now reaching approximately 30 percent of the
U.S. population - some 12 million children under the age of 12;

NOW THEREFPORE, I, ARNE H. CARLSON, Sovernor of the State of Minnesota, do hereby proclainm
Saturday, May 13, 1995 to be

RADIO AARS DAY

in Minnesota.

IN WITNESS WHEREOF, I have hereunto set my
hand and caused the Great Seal of the State
of Minnesota to be affixed at the State
Capitol this thirteenth day of May in the
year of our Lord one thousand nine hundred
and ninety-five and of the State the one
hundred and thirty-seventh.
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WINNER OF THE 1994

CRYSTAL RADIO AWARD

Recently, RADIO AAHS welcomed a new arrival to the Twin Cities --
The Coveted CRYSTAL RADIO AWARD For Excellence In Community Service!

The Crystal Radio Awards were established by the National Association of Broadcasters
to recognize radio stations' efforts to improve the quality of life in their communities. It is
the most prestigious award in Radio Broadcasting today! Of the eligible 12,692 licensed
radio stations in the country, only 10 are chosen as winners. RADIO AAHS is a winner!

"RADIO AAHS has shown tremendous commitment to its community,” said Bob Fox,
chairman of the NAB Radio Board. Through events such as:

Tour de Kids Bike-A-Thon for charity

Toys For St Louis Flood Victims

F.U.N. Day Broadcast (Families United For Non-Violence)
Variety Club Children's Hospital Broadcast

Toys At Christmas

RADIO AAHS Earth Day Tree Give-Away

RADIO AAHS continually demonstrates its commitment to making the world a better
place for its young listeners and their families.

RADIO AAHS--THE MOST EXCITING AND UNIQUE RADIO
- STATION IN AMERICA TODAY!
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DOCUMENT OFF-LINE

This page has been substituted for one of the following:

© An oversize page or document (such as a map) which was too large to be scanned
into the RIPS system.

o Microfilm, microform, certain photographs or videotape.

R{gtﬁgaer materials which, for one reason or another, could not be scanned into
the

PF system. .
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The actual document, page(s) or materials may be reviewed by contacting an Information
Technician. Please note the applicable docket or rulemaking number, document type and
any other relevant information about the document in order to ensure speedy retrieval
by the Information Technician.



